Introduction
The field of marketing science has a rich history of modeling marketing phenomena using the disciplines of economics, statistics, operations research, and other related fields. Since it is roughly 50 years from its origins, it is timely to review the accomplishments of marketing scientists in a number of research areas. (1) understanding our history is just simply interesting as would be finding our genealogical roots, (2) history helps us to better understand how a field evolves and why it is where it is now, and (3) history also aids our predictions of where a field is headed.
An excellent example of the first reason is to wonder at the evolution of the kind of data that have become available to researchers. If you were modeling consumer choice behavior in the 1960s and 1970s, you were pretty much limited to a few diary panel data sets. This evolved to the now famous IRI scanner panel st coffee data in the 1980s and 1990s. In the 21 century, we have almost unlimited data from comScore on ecommerce choice behavior. Similarly, advertising effects research has moved from a few publiclyavailable data sets on cigarettes and the Lydia Pinkham Company's "vegetable compound" to multi-channel advertising data including online and mobile advertising exposure.
The Origins of Marketing Science
The earliest contributions to what we call today marketing science came from outside the field, usually from faculty trained in operations research / management science and residing in engineering departments, not business schools. Some of the papers were published in marketing journals such as the Journal of Marketing. An example is "Application of Operations Research to Marketing and Related Management Problems" (Magee, 1954) , but most were published in journals like Operations Research or Management Science (see, for example, Anshen, 1956; Brown, Hulswitt, and Kettelle, 1956; Vidale and Wolfe, 1957 Ford provided fellowships for interested business school faculty to take one-year sabbaticals to improve their skills in quantitative analysis and the social sciences. The goal of these programs was to "raise teachers' and students' receptivity for quantitative methods to such a point that these methods will be incorporated, wherever appropriate, into the teaching of production, marketing, accounting, finance, and other recognized areas of business" (Carroll, 1958) . Our progress in the science of marketing in my opinion has not kept pace with our evolution in the physical sciences…we lack the knowledge necessary to meet the sales challenges that face us…the time has never been more appropriate, the need never greater for the establishment of an independent institute to accelerate the rate at which scientific techniques are being applied to marketing activities. Behavior (e.g., prediction of consumer purchase behavior), and Distribution (e. g., current developments in electronic point of sale terminals and retail inventory controls).
MSI has had an enormous impact on both the marketing science and consumer behavior communities (Low, 2011) . Areas that MSI has been particularly successful in supporting have been services, channels, strategy, and pricing. In addition, a time-series analysis of the impact of the research priorities shows a significant lagged impact of the priorities on MSI working papers and, importantly, publications based on those working papers.
TIMS Marketing College / ISMS
The TIMS Marketing College was founded in 1967 as the professional organization for academics and practitioners interested in the "application of scientific methods to marketing problems" (Montgomery, 1967) . • Dissertation Proposal Award to the winners of the Dissertation Proposal Competition.
• Buck Weaver Award for lifetime contribution to theory and practice in the development of rigor and relevance in marketing science.
• As can be seen, marketing science has rich history and, hopefully, an exciting future. 
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